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INTRODUCTION 
A. Background to hi^jili^t the significance of the problem 
The question of why one should study consumer behaviour 
needs a more specific answer. We are all consumers, but the art 
of consuming is an inexact activity. The direct benefit from 
a clear understanding of ifche consumption process is that it 
can make us all better and more sensible consumers. The impro-
vement can result from: 
1. Obtaining greater appreciation of the complexity of decisions 
facing consumers. 
2. A better understanding of our own motives and decision 
processes as consumers. 
5. Sotmd choices of products and stores. 
Thus a marketing student shoiild be interested in consumers 
because consumption is one half of the marketing process. In 
its elemental form, marketing consists of an interaction between 
a buyer and a seller for the purpose of exchanging goods for 
money to the mutual benefit of both the parties to the transaction, 
One can not appreciate this marketing process by observing only 
the seller. 
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Therefore, a student of marketing has to have a depth of 
understanding of demand as well as supply. Specially, know-
ledge about the consumers provides the only sound basis for 
making marketing decisions. Markets are selected on the basis 
of consumer wants, as well as their location, niimbers, chara-
cteristics, and expenditure palteias. The basis for all sales 
appeal comes from information about the consumer. Thus, ignoring 
a consumer can lead to disaster in a modern economy. 
Consumers are the basic ingredients in all marketing 
efforts. Every marketer is always interested to know who are 
their potential customers and what are their characteristics. 
The buying process is so familiar that the consumers 
involved in the buying process fails to appreciate it and tends 
to accept it as a casual, uncomplicated act requiring little 
thought. But a marketing man always wants to know the answer 
iof the following questions. 
1. What type of internal and externs^ l forces are at work that 
cause the individual to want certain products. 
2, Why are certain brands of the products prefered over 
others. 
3» What decision process led to the final choice of the 
product, 
Such questions must be answered before the marketing 
executive can develop sound products and effective sales method 
to appeal to customers. 
The answers to these questions may be found in the study 
of consumer behaviour which is a subdivision of h\iman behaviour. 
Human behaviour refers to the total process whereby the individual 
interacts with the environment. 
Consumer behaviour is concerned with the specific types 
of human actions, those that have a direct bearing on the purchase 
of goods and services from marketing organizations. Thus according 
to 'C Glenn Walters', 
•'Consumer behaviour is the process whereby individuals 
decide whether, what, when, where, how and from whom to purchase 
goods and services. 
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Both mental and physical activities are necessary in 
consigner behaviour for making decisions in the market place. 
There are two type of purchase decision, 
1, Assortment decision - This determines the type of product, 
constimers desire to consume, 
2, Market related decisions - This determines the amount of 
time and effort to be spent for shopping. 
There are two broad types of variables that in \ nee 
consumer behaviour. These are: 
1. Internal to an individual 
2, External to an individual 
There are four basic variables that effect the internal 
thought process of a consumer viz, consumers needs, his motives, 
his personality, and his awarness. All these variables are 
directly related, 
C. Glenn Walters has deviped a simple dynamic model to 
understand the consumer behaviour as illustrated below: 
^jTfnstmjn Model of Oonsumer Behaviotir 
Information 
Storage 
Assortment 
> 
Disequil ibri tun 
Basic 
Determinents 
Heeds, 
Motives 
P e r s o n a l i t y 
Au e r s 
A 
Purchase 
decision 
Assortm-
ents 
Decisions 
Market 
related 
Decisions 
Bvuluation 
of 
Results 
^Lllii8i:f-
Dissat-
isfactiori 
^ 
Environmental 
Influences 
Family 
Social 
Cultural 
Business 
Income 
G 
Consumer behaviour is dynamic decision as the term behaviour 
implies. 
Consumer behaviour begins when an individual is made 
aware of some deficiency in his assortment of goods. This 
stimul s causes the basic determinants to begin action on 
the consumer. Thus the consumer becomes aware of his needs. 
This awarness is due to the combined action of the individuals 
perceptions-, attitudes, and learning. As a result, the consumer 
is motivated to take some action. Whatever action the consumer 
decides to be appropriate must be consistent with his personality. 
Thus the consumer begins to develop his purchase intentions 
based on his internal determinants, The^e basic determinants 
have already been influenced by the environment which is 
constantly at work on the consumer even when he is not aware of 
a specific problem. In this manner the environment helps to 
form altitudes, establish paLterns of perception, foster needs, 
and shape motiviation even in advance of a stintilus. 
The consumer may further seek advice and guidance from 
people who make up the environment e,g, he may ask his family's 
op nion. 
The consumer has his problem sufficiently clear in mind to 
begin purchase decision. He decides on the product sind the 
manner of acquiring it. Once the decision is made, the consumer 
evaluates the results. The evaluation may be immediate if the 
product is consumed Immediately but it may also occur over 
time. If the consumer is satisfied, this information is stored 
until needed for another purchase. Dissatisfaction is also stored 
to influence future decisions. However, dissatisfaction means 
that the consumer is still in the process of making a ptirchase 
decision. Thus dissatisfaction becomes feedback into the purchase 
decision to begin the constuaer's search for another solution. 
In a real sense, the process never ends because most consumers 
are always in some disequilibrium for some products. 
The problem deals with the current trend of automobile 
in-dustry and for this study, I have selected the scooter Industry 
wij6h have the maximum sales ptential in the near futtire, keeping 
in mind the national interest of fuel economy. Scooters have 
a lower fuel consumption and have a vast scope to explore other 
markets. If a planned marketing strategy is adopted it can 
increase its market share. 
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B, Lay-Out of the Dissertation 
Techniques of lay-out planning has heen adopted for 
the persuation of this study. First a plot model was prepared. 
But to reach the final lay-out from the plot model, many minor 
changes were made. Some maLters were totally eliminated and 
some new things were included. 
After all these modifications, the final lay-out of the 
dissertation has emerged se follows:-
In the first chapter of the dissertation the background 
to highlight the sifnificance of the problem undertaken for the 
study has been dealt. The second chapter deals ith the research 
methodology. The third chapter has been den9ted to the Scooter 
Industry- Its past, present and future. Fourth chapter concerned 
with the Analytical Process. Fifth chapter examines the Testing 
of Hypothesis. 
In the last chapter a summing up on the subimIters of 
the dissertation with the own conclusions and comments have 
been incuded for the purpose of presenting a co-ordinated picture 
of the project in hand. 
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EB8EARCH MBTHODOIOGY 
1, Emergence of Idea« 
In the last decade, the trends of sales turnover shows 
the prominence of scooters in the user group. 
More and more people /an^ turning to purchase scooters 
on account of the following factors: 
( i) Less fuel cons^ jptption 
(ii) Cheaper maintenance 
(iii) Lighter Weight 
(iv) Easy drive 
(v) Low accident pjK>n^ ss 
(vi) Status symbol 
Therefore, it is interesting to investigate into the 
factors that support thfej sojisumers biaying decision. Moreover, 
it is also interesting to explore the potentialities of its 
marketability keeping in mind the current trend of economic 
and social values. 
2. Delimitation, 
Nowadays, scooters are being used^y all classes of 
people in rural and metroj/oniaii area^, therefore keeping certain 
limitation into considerations, the problem is delinaiited to the 
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the following segments, 
(a) Demographic segment 
People wio |^ income i s from te.700-8s«1500 per month 
f a l l in the middle income group, 
(b) Creographic segment. 
(i) For the purpose of research Aligarh city and the 
University campus were selected. Users in both the 
places were contacted. 
(ii) Both present as well as potential consumers were 
contacted. Consumers who are also using motorcycles 
and other vehicles were contacted to enlighten on 
such aspects as to what they perceive about the 
Scooters. 
(iii) The maximum users fall in the age group of 30-40 yrs, 
therefore these groups were contacted. 
(iv) Both sex, males and females are also contacted, as 
nowadays females are also using scooters. 
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3. Variables 
The main variables selected from the researchable issue 
are as follows:-
(i) Price 
(ii) Demand 
(iii) Income 
(iv) GonsTimer awarness 
(v) Status symbol 
(vi) Physical features 
(vi i ) Advertisements 
(v i i i ) After sales service 
(ix) Age 
(x) Sex 
(xi) Education 
4. Hypothesis. 
The e a some of the following hypothesis which woiild 
be verified through the study, 
(i) Higher the price of Scooter, lower the demand 
(ii) Higher the income greater the demand 
(iii) Higher the frequent use more preference for Scooter 
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(iv) Scooter is more prefered in the^^uslea^ family 
(v) Advertisement through print media is more effective 
(vi) Scooters are more poptilar in middle age group while 
youngesters and elderly people do not prefer it. 
(vii) Highly qualified people exh bit a high preference for 
Scooters while less qualified people show low prefer-
ence 
(viii) High fashion conscious people purchase scooter tha' 
a low fashion conscious people, 
(ix) Lower the fuel consumption higher the desi0i> 
(x) Bajaj is considered as a reliable and quality brand 
and Vijai is an upcoming brand. 
Alongwith the colleqting information on the above 
mentioned hypotheeitfi the^ are certain issues which should also 
be investigated which are as follows: 
(i) Specially in the smaller cities, why don't the 
manufacturer's provide after sales-service. 
(ii) If the prices of Scooters are lowered, will it 
attract greater no, of consumers, who are presently 
using motorcycles, and also other groups who are using 
mopeds and bicycles. 
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(iii) Does the current level of production meet the 
demand of the consumers, 
(iv) Whether car/motorcycles owners having purchasing 
power want to purchase an additional vehicle i.e. 
Scooter, 
(v) What type of imgrQVsaents do the present consumers 
want to be added in the product, 
(vi) Does the consumer feel that by owning a scooter, 
has raised his status. 
5. Objectives. 
The main objectives of the study are to determine:-
(i) The problems encountered in marketing scooters 
(ii) Reason as to why people prefer scooters 
(iii) Reasons for limited distribution network 
(iv) What the consumer feel about its price level 
(v) Does scooter have any efficia^y being a 
Status suBbol 
(vi) Brand preference 
(vii) Changes in design or features that the consiimer 
would suggest 
(viii) Impact of advertisement on cons-umer buying scooters 
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(ix) Is it a good substitute for its sister products 
like motorcycles 
(x) V/orking service of scooter 
(xi) Colour preference 
(xii) Prominence of scooters in ladies and gents 
(xiii)Reasons for frequent changes of scooter models 
(xiv) Prominence in small or rural areas 
(xv) Whether economy is prefered as the vital reason 
6, Methodology. 
The study was essentially aimed to know the buying 
behaviour of the potential buyers. Thus direct cons\imer survey 
was restorted, 
(a) Source of data -
The target popxilation included the consumers who had 
bought scooters within the last five years, since it is a one 
time biay. Only primary data is used, 
(b) Sampling -
The present study discusses the buying behaviour of 
scooters in Aligarh city and in the University campus. 
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stratified sampling was adopted and the population 
was broken up into five different income groups. 
group Total income (monthly) 
I 700 
I I 700-1000 
I I I 1000-1300 
IV 1300-1600 
V 1600-1900 
VI 1900 
The logic of stratified sampling is obvious from the 
point of view of instiring representation and making inter 
group comparisons. 
(c) Sample siae -
Asstiming the population characteristic to be normally 
distributed the sample si«e is given by the formula 
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where 
n = ( |) X P(l-P) 
e = / e r ror allowed 
k = Point on the s tandard normal curve associated 
with a p a r t i c u l a r confidence l i m i t 
P = P robab i l i t y of Occtirence of the Charac te r i s t i c 
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If we assiufle P » ,5 for maximum safety and if we 
want 95/ confidence limits with + 7/ error 
Therefore sample size n = ( ~ | ^ ) X (0.5) (1-0.5) 
= 200 
In order to take care of rejections, the actual sample 
chosen was 280. 
7, Research design. (Questionnaire construction) 
The consumers were interviewed by using a questionnaire. 
This technique was used due to the following advantages: 
1. Since the questions are formulated in advance all the infor-
mations required can "be asked in an orderly and systematic 
manner. 
2. It provides maximum control over the interviewing process. 
A copy of the questionnaire is attached in the annexure. 
The importance of this is to signify the objectives of all 
questions given below. 
Introduction -
I introduced myself as a student of MBA, AMU, Aligarh, 
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Carrying out the survey on the buying process of scooter 
users. The informations collected was in general terms and 
did not relate to any particular brand or manufacturer of 
scooter. Thus the informations wotild not be baised in favour 
or against any particular brand or manufacturer, 
Q.l, It helps in getting a pijiesant start. This question does 
not play any important role in the analysis. 
Q.2, This question determines the year price, state (Few/Second 
hand) of the scooter ptirchased. It also determines the brand 
and model bought, 
Q,3. This reveals the brand awarness among the respondents at 
the time of purchase, 
Q,4 and 5. These questions are to know the choice of the colotir, 
their preference and its importance in buying behaviours 
Q.6, 'Jhls question attempts to explain the pre-purchase need 
of consumers and also to know the influence of friends, adverti-
sements and relatives on their p\irchase decision. 
Q•7,8,9,10. These are to illustrate the significance of various 
advertisements and their impact on the buying decision. 
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Q.ll. This question determines the travelling habits of 
the constuner. 
Q.12. This expresses the monthly expenditure on maintenance 
in the various income groups. 
Q,13, 14. These denote the: main consideration of owing it 
and its preference in comparison to other vehicles. 
Q,15. It determines the performance of the vehicle. 
Q.16, 17, 18 and 19. These questions reveftls the efficiency 
of after sales service. 
Q.20 and 21, These denotes the guarantee period and its service 
during that period. 
Q.22. This illustrates the physical feat\ires which the customers 
would like to be introduced. 
Q.23 and 24. These expresses the price elasticity of Scooters, 
Q.25 and 26. These determine the usage paltern of scooters 
Q,27. This explains the status symbol of the owner. 
Q. 28 and 29. These question is designed to know the brand 
loyaUty. 
in 
Q.30. It attempts to know the suggestion of the owner to his 
friends regarding the possessing of the vehicle. 
Q,31 _ 37, These determine the classification of respondents 
on the basis of incoem, sex, age, education qualification, 
occupation, permance and family, 
8. Field Work. (Stirvey) 
The survey was done personally by the researcher himself. 
Visits to the city as well as various parts of the campus were 
made to contact the respondents. 
9. Analysis and Tabulations. 
All the respondents contacted are classified on the 
basis of their montlxly income into five groups and their 
characteristics are analysed separately based on the variables. 
For this analysis tables are prepared and the results interpreted 
hypothesis tested and finally modified whereever foiind necessary. 
10. Difficulties faced by the Researcher. 
As it is a fact in case of any researcher, I have also 
faced many problems in the course of this study. 
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Foremost of them was the planning of the study, which was 
overcome with the help of my able supervisor. After preparing 
a sketch including the various aspects of our problem, I pre-
pared a questionnaire thoi^ gh which I coiild collect all the 
informations required for my study. This questionnaire was 
distributed among the scooter users but I did not receive 
all the questionnaire I distrib' ted. Any way whatever I got 
was helpful to me. 
Another difficulty was the non-availability of the 
t 
] 
recent required matters. For which catalogues of seminar libraries 
of different departments, the Engg, College seminar, as well as 
the Maulana Azad Library of the ALIGARH MUSLIM TOIIVBRSITY were 
constilted with patience. 
11. Reliability of Informations and Datat 
So far as reliability of informations and data, which 
are collected and used in this study, is concerned, they are 
collected from two main sources viz questionnaire and journals. 
The informations collected from journals are such sotArces whose 
authenticity is out of question. 
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Even, then, there is a possibility that personal "basis and 
prejudice might have crept into the statements of the scooter 
users in the questionnaire. 
12, Dependability of Results. 
The data and informations collected from the respondents 
is not centpercent fool proof, the results that can be drawn 
from them will also not be centpercent dependable. But by taking 
+ 7/ error, the researcher has tried his level best to make the 
data and informations move reliable. 
13. Researcher's Liability. 
In spite of all the efforts, care and cautions taken by 
the researcher in collecting reliable informations and finding 
out dependable results there might be flaws in the study in hand 
for which none else but the researcher himslef will be responsibl 
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AUTOMOBILE INDUSTRY IN INDIA - A CHANGING PROFILE 
The automobile industry of any country is a good 
indicator of economic development of that country. The 
prosperity of the society depends to a great extent upon 
the development of automobile industry. As a result of 
increased output of agricult\iral commodities, textiles, 
industrial goods, eta, the society became richer and richer. 
At the same time due to the industrial,economics, 
social, cultural and scientific developments, the rate of 
mobility of human beings has also increased tremendously. 
Therefore the need for transport by road was considered 
necessary particularly as the commodities had to be trans-
ported to far out areas and the people had to cover long 
distance. Similarily, the need for a well organised public 
transport system was considered vital because majority of the 
popoilation was still below the poverty line. Thus both the 
movement of goods by road and by public transport system 
gave rise to the growth of commercial vehicle industry in 
India. 
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The government thus devoted utmost attention to ths organised 
and healthy development of this sector. There were other 
sectors of the community that needed facilities of a self 
owned conveyance whether it be a passenger car ar a two -
whether vehicle, like motorcycles, scooters, and mopeds. 
Therefore, steps were taken for the development of automobiles 
that would provide entertainment to different segments of th« 
society according to specific requirements. 
At persent the automobile industry in India is one of 
the most highly developed of its kind in the Bstern Hemisphere. 
Except Japan and Australia, no other country in automobiles, in 
the globe possesses such a complete industrial infrastructure, 
from the basic rawmaterials to many of the specialised machine 
tools. The creation of cadres of specialists both engineers and 
skilled work»«n over the last 25 years is equally important. 
As a result of Mke in petrol price, the production of 
passenger cars, jeeps and light commercial vehicles suffered 
a set back altough the production of various type of automobiles 
gradually increased till the half year 1977. 
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During the years 1967 and 1975 the production of passenger 
cars showed a significant improvement because of the timely 
action takpn "by Government in reducing the prices of passenger 
cars. At the same time, the vehicle manufacture introduced 
diesel versions of their vehicles. The jeep manufacturers also 
introduced a diesel version which should help them in obtain-
ing a larger market share. 
The production of different categories during the last 
ten years is shown in the Table given on next pag6. 
Certain interesting features of the automobile industry 
of India can be seen from this table. Altgtigh in the last ten 
years, the total production of automobiles has increased steadilj 
by nearly 3.5 fold , the production of commerical vehicles and 
jeeps has increased only by 1.5 fold respectively. This indic-
ates that the progress in the industry has not been satisfactory. 
Prom 1971 till 1972 the production of commercial vehicles decl-
ined by 8 per cent and again from 1973 to 1974, by 4.3 per cent. 
Prom 1973, the production of passenger cars decreased by nearly 
45 per cent till 1975. 
The industry is of crucial importance to the economy 
because it offers good employment potential for technicians 
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as well as workmen. About 2 lakhs persons are directly employed 
in the automobile and ancilliary indoxstries, and another 4 lakhs 
are involved in the maaiufacture of assembly line components and 
feeder materials. The road transport industry absorbs as estima-
ted 3 million persons. Over and above this, some are employed 
in allied services like maintenance and petrol pump. 
In an independent survey conducted by National Council of 
Applied Economic Research (NCABR), it was brought out that 
every single heavy duty commercial vehicle provides employment 
for 13 persons, the light commercial vehicles provides employ-
ment for 11 persons, passenger car 5 persons, scooters and moto-
cycles 3 persons each and inopeds autocycles 2 persons, 
PROBLEMS PACED BY THE IHDUSTRY 
Through out the entire world, the automobile industry 
is regarded as an indicator of, and a pace-setter for economic 
and non-economic activities. The automobile industry provides 
mobility to the industrial products as wellaas human beings. 
Since msiny years, the automobile industry has been facing 
a rnamber of problena like oil crisis, high taxes, labo\ir trouble, 
buyer's resistance owing to the hike in prices of petrol. 
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Some of the problems faced by the automobile industry 
are as follows: 
Oil Crisis 
The year 1974 was a year of run away inflation every 
where, including India. There was a world wide drop in the 
* 
demand for automobiles as a result of high prices of vehicles 
and fuel. In India this was particularly serve in the case of 
petrol driven commercial vehicles, passenger cars and jeeps. 
The automobile is yet to recover from the recessionary condi-
tions in which it found itself in 1974 and 1975. The production 
of petrol driven vehicles has declined from the level of 9,849 
reached in 1973 to barely 1,000 vehicles in 1976. If the present 
situation continues, th«&e vehicles are likely to become extinct 
in the near future. 
Burden of Indirect Taxes 
At present the industry is suffering under the heavy 
burdens of various indirect taxes both on its inputs as well as 
on its finished products. The taxes and levies also determine 
the sales of the automobile industry. 
28 
Absence of Economics of Scale 
Economics of scale can be achieved in any industry only 
when the tinits produced are in large scale. Thus the major need 
of the Indian automobile industry is increase its voliame of 
production, because we know that low volume is accompanied by 
a host of problems such as absence^of economics of scale itself, 
resulting in high costs and inability to spend adequate amount 
on research and development. Due to this, it results in poor 
quality of products and widens the technical gap between the 
Indian products and those manufactured ab];oad. As a CDnsequence 
of high cost and poor quality, the Indian Automobile industry 
is unable to face the competition from other countries. 
Short Road Mileage 
Automobile Industry in any co"untry depends upon the road 
mileage. In 1950-51 the mileage was 4 lakh km, and now it has 
risen almost six times in 30 years, indicating an impressive 
progress. But when this is considered in the context of the 
area and the population it is not enou^. The roads in India 
are not only inadequate but are of poor quality. 
On the basis of this discussion, it is clear that there 
are two main reasons for the present plight of this industrry. 
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i.e. the poor quality and high prices of its products. While 
quality is the responsibility of the manufactiirers, certain 
measures of the Govemment caJi be of useful assistance of 
the industry which are as follows: 
1. The three measures which are urgently required today are 
fuller utilisation of installed capacities, additional invest-
ment for expansion and upgradation of technology. All these 
three pre-requisi^ti^s can not only increase the volume of 
operations but can also help to generate adequate resources 
so as to offer a reasonable return to its share holders an 
one hand and on the other, to enable it to plough back suffi-
cient ftinds for replacement, modernisation and expansion, 
2. The Government shOTJld take some steps to reduce the burden 
of indirect taxes on this Industry Reduced taxes and the resul-
tant price reduction wovld increase the economics of scale, 
enabling the industry to distribute the other elements of cost 
over a larger quality of output. 
3. By introducing sophisticated technological systems and 
processes of manufacture, the government can enable the industry 
to improve the quality of its products. At the same time, it 
is desirable to allow import of know-how from abroad on a 
selective basis. 
so 
Altough the government has already allowed the import of 
know-how against REP licenses up to the value of Bs, 10 lakhs 
in a year. This may not be sufficient on each and every case. 
At least in those cases where there is adequate export poten-
tial, the government should consider a more liberal policy. 
4. The government should improve the quality of the roads and 
also increase the road mileage, e.g. Australia allocates as 
much as 2.5 per cent, U.K. 1.50 per cent of tis national 
income on its high ways. While India's expenditure on its 
high ways amounts to as little as two thirds of one per cent 
of its national income. Therefore more funds should be made 
available for the road development, 
IMPORTAHCB OF VEHICLE IITOUSTRY 
In this modern age, vehicle plays a very important role 
in the day to day life of the people. It is very difficult for 
a man to go from one place to another without a vehicle. 
Especially in big cities like Bombay, Calcutta, Delhi, Madras, 
where people have to go miles and miles which is not possible 
without a vehicle. Vehicles not only provides service to the 
people but also employment. 
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A bus on a road caji proride direct emplosrment to 15 persons 
and similarly a truck on road provides direct employment to 
12 person. It also provides indirect employment to a consid-
erable extent, 
Grenerally people in India are poor and they can not 
maintain heavy vehicles. Therefore - wheelers are econo-
mical, easy to maintain and above all, helpful in preserving 
the full economy. Thus scooters and motorcycles are easily 
preferred by people as an ideal mode of persual transportation, 
Motorcylces are considered as ideal vehicles in Army and police. 
Mopeds has a charm and stltUaction for the fair sex. These axe 
preferred by working women and students because of their mai^ too-
uvrability and easy maintenance. 
With the recent emphasis on the development of rural and 
backward areas and the declared intentions to construct roads 
to connect village with the neighbouring main trunk routes, 
commercial vehicles have a greater role to play. Thus the 
demand for scooters now\fo^ exceeds the supply, inspite of 
large increase in production from y/at to year. 
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BI - WHBBLBR IHDUSTRY 
In India the Bi-wheeler Industry actually started 
modestly in 1955, tut its large scale manufacture comm^ieid 
only in I960. It has become self-sufficient in sophisticated 
technology and manufacttire in the short spgLr of 18 years. 
In context of the present world oil crisis, the Indian 
Bi-wheelers are very popular in overseas market due to their 
low fuel consumption. Our mama£acturers are very optimistic 
about capturing more of the local as weel as the overseas 
markets. 
At present, the total installed capacity of all the 
two-wheelers (motorcycles, scooters, and mopeds) is approximately 
foxir lakhs a year. In the case of Japan it is over five million 
a year. This installed capacity is no doubt far behind the 
demands of the home markets. Incidentally more than 12 manufa-
cturers share this installed capacity. 
Scooters Indian Limited has the capacity to manufacture 
one lakhs scooters a year. Next in order is Bajaj Auto which 
has capacity to manufactxire 80,000 scooters every year. The 
production capacity of other manufacturers range from 15,000 
to 30,000 a year. 
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The development council panel on production targets 
for the automobile and allied industries projected the demands 
)>y 1978-79 which are 3,25,000, 1,10,000 and 1,00,000 for 
scooters, motorcycles and mopeds respectively. Contrary to 
this planning commission fixed up the capacity target as 
5,50,000 for scooters, 1,75,000 for motorcycles and 1,75,000 
for mopeds. 
Since 1970, India has recorded steady growth rate in 
manufacturing motorcycles from 51,770 units in 1971 to 61,682 
units in 1974. The units that dominate the scene are Escorts, 
Enfield India and Ideal Jawa. Besides these, 'Rajdoot' of 
Escorts manufactures 30 per cent of total motorcycles. 
Of late mopeds have become popular in India as they 
are more economical in context of the present costly fuel. 
The major manufacturers of mopeds in India are: Kinetic Engg. 
Pvt. Ltd (Poena), Sound Zweirand Union Ltd. (Gwalior), Mopeds 
India limited and Tamil Naidu small Industries Corporation, 
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PROBLEMS FACED BY THE IHDUSTRY 
There is a shortage of raw materials like aluminitim. 
Then the power crisis hinders •the maintenance of the expected 
uptrend in production. As compared to the latest motorcycle 
technology of developed nations, the Indian motorcycles are 
behind "by 20 years. 
The manufacturers no doubt appreciate the growing 
popularity of the Bi-wheelers among the middle class and low 
income groups of the Indian poptilation but still they are in 
a dilemma because the wake of oil crisis has already caused 
substantial rise in the operating costs of the heavy vehicles 
consuming large quantities of petrol. 
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SCOOTER INDUSTRY 
In India, scooter production connnenced in 1955-56. 
Every since, the scooter has become increasingly popiilar 
in the urban centres of India, 
The scooter manufacturers in India operated in a 
seller's market. This was particularly true of one brand 
of scooters namely Bajaj (formely known as Vespa). Other 
brands such as Lambretta and Rajdoot were also in short 
supply. The waiting list for all the brands had shot up 
from 57,000 in 1961 to well over 5,00,000 in 1970, According 
to government regulations, every prospective buyer had to 
register his req,uirement with a dealer after deposting an 
amount of Rs,250 in a post office, a sum which could not be 
withdrawn till the delivery of the vehicle. The post office 
pass book, was in fact kept in the custody of the dealer 
during the registration period. The waiting period for delivery 
after registration varied from place to place depending upon 
the quota allotted to the dealer, his registration potion, 
and the brand in question, but generally it ranged from 5 to 
10 years. 
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During the period of 1962-70, the selling price 
of scooters registered an increase of almost Rs, 500 per 
scooter, while the waiting list rose 10 times, despite an 
additional supply of 2,00,000 scooters to the market. 
This was indeed a strange situation. The product in the 
open market comm^ anoed a good premium and a popiilar brand 
such as Bajaj could be sold at the original purchase price 
even after 5 years of use. The other two "brands also comm-
anded a considerable premium. The registration position was 
not truly indicative of the market demand because of the 
long waiting time, the premium commanded, and the general 
short supply situation. The stock shortage created a distortion 
in the probable ''real'' demand. 
The Indian Scooter Industry has expanded rapidly during 
the last decade. Scooters are now being manufactured by four 
units with a total installed capacity of 86,200 nos. The gover-
nment of India planned to install a plant in the .1oint sector 
to manufacture 1 lakh scooter, annually. Thus the scooters 
India Limited was established which produces the 'Vijai' 
scooters. 
The government also issued letters of intent to 23 
parties to manufactureaabout 5 lakhs scooters per year. Apart, 
from this, the two existing manufactttcers had supplied for a 
licence to increase their capacities to 1.6 lakh units per 
year. The government of India hoped that if all these schemes 
materialized there would be enough installed capacity to 
manufacture about 8 lakhs scooters per year. The total foreign 
exchange required for the*e projects was estimated to exceed 
Rs.30 crores and an additional investment of Rs.80 crores was 
anticipated. However, it remained to question whether the 
demand for scooters would be so great as to allow all these 
26 firms to produce to full capacity. 
The main raw materials required for this industry and 
mild sheets, alloy steel, sections, steel tubes, aliominium 
and znc. A part of these requirements are not indigenously 
and part from imports. On the components side, the import 
content is negligible and is about 3/ , 
Export Market 
The scooters manufactured by Bajaj Auto have already 
captured foreign markets. In the last five years the comp«ny 
has already earned Hs, 3 crores through the export of three 
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wheelers, scooters and spares. 
In this context, automobile products of Indi» is keen 
to explore the new markets of Africa and the Par East, The 
total value of the Indian exports for Bi-wheelers and spares 
is estimated to increase in the near future. 
Bajaj Auto finds its expertise being highly appreciated 
by Nations like Tiawan and Indonesia. Therefore the Indian 
technical know-how is starting scooters plants is again in 
great demand. The import of scooters dtiring the last few years 
have been very small. The export of scooters have been going 
up as csm be seen from the following figures: 
Year Scooters 
1970-71 121 
1971-72 307 
1972-73 627 
1973-74 841 
Collaboration Abroad 
The Indonesian Plant today assembles and maidcets with 
great success the Bajaj Scooters even in the face of the reputed 
Piaggio Plant of Italy. 
3n 
In its initial stages, Bajaj Auto t)orrowed the expertise 
from this Italian concern which manufactiirers Vespa Scooters. 
Till now, neither the planning commission nor the private 
sector had made any serious attempt to estimate the demand for 
scooters from a long-range point of view. A reliable and depen-
dable forecast for the demand of scooters became necessary, to 
give a realistic direction to the Indian Scooter Industry to 
assess the relism of the planned expansion in capacity. 
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KANTJFACTmiNG CAPACITY OF SCOOTERS 
THEIBB-WHBBLBRS AITO MOPEPS 
MAHTJFACTUaERS/SHTBRlRBNBURS LICENSED CAPACITY 
SCOOTERS 
LICBHSED UNITS 
Scooters India Limited, Lucknow 1,00,000 
Bajaj Auto Limited Poena 80,000 
Automolaile Products of India Ltd. Bombay 48,000 
Andhra Pradesh Scooters Limited Hyderabad(B) 24,000 
Aravali Svachalit Vahan Limited (B) 24,000 
Gujarat Small Industrial Corporation, 
Ahmedabad (B) 24,000 
Karnataka Scooters Limited (B) 24,000 
Kerala State Sngg, Tech. Corp, Society, 
T r ivandrum 2 4,0 00 
Punjab Scooters Limited, Chandigarh (B) 24,000 
U.P. Scooter Limited, Kanpur ( B ) 24,000 
West Bengal I n d u s t r i a l Development Corporation 
Limited, Calcut ta (B) 30,000 
Western Maharashtra Scooters Limited (B) 24,000 
Escor ts Limited, Faridabad 
Note : - A - Composite l i cense with M/cycles, 
B - Expected to go in to commercial production sho r t l y . 
4J. 
TWO WHEELERS 
Name and make of Mamifactiare; 
A\atomobile Products of India Ltd. 
, Lambay 150 cc 
MAO 175 cc 
Ba.1a.1 Auto Limited 
Bajaj Scooters CBU 7 
Bajaj Scooters CKD 
Escorts Limited 
Rajdoot Scooters 
Scooters India Limited 
Vijai Scooters CBU Q 
Vijai Scooters CKD 
Andhra Pradesh Scooters Limited 
Allwyn Pushpak Scooters 
Aragalli Svachalit Vahan Limited 
Aravali Scooters 
Karnataka Scooters Limited 
Falcon 150 Scooters 
Punjab Scooters Limited 
Kesri Super Scooters 
Gu.larat Small Industries Corporation Limited 
Girnar Scooters 
Source; Scooter Guide Vol.2, Noj6 Page 149. 
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THE PRODUCT 
Consiuner behaviotir for scooters woiild necessarily 
require, first of all a clear -understanding of the product 
itself. The scooter is a two-wheelftd vehicle with a distinctive 
style. It is a substitute for other two-wheelers, like moto-
rcycles and mopeds as a means of personal transport. It is 
suited to paved road systems and is there fore mainly an 
urban vehicle. The scooter, like any other two-wheeler is a 
durable consumer item. 
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OHAPTBR •- I 
RE3P0M>BNT CLLASIFICATIOIT 
A. Breakup of Eespondents on Income. 
Table No; I shows the breakup of respondents on the 
basis of income. Income is an important factor influencing 
consumer purchase decision. The consumers standard of living 
and life style reflect the manner in which income is spent. 
Many measures of income are computed from GKP (Gross National 
Product) which are personal income, Disposal Income, 
Discretionary income etc,^ .,'^ ut for our study personal income 
is taken into consideration. Personal income includes all 
money received by individuals i.e. the income from wages, salaries 
business etc. 
The average annual income of the scooter user is Rs.13,000. 
Nearly 37.^)of the scooters users are below the mean infJo'eai 
while the remaining 62.^/ are above the mean income, 
v.. 
Most of the people from group III, IV and V were contacted 
which froms 20/, 30/ and 25/ of the total population of the 
respondents" respectively. 
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The rationale of choosing the maximum numbers of respondents 
from these three groups and because of the preponderance of 
the relatively higher income groups among scooter users. 
It is perhaps due to the absence of a reasonable priced better 
alternative like a small car, Indian cars, nowadays cost around 
Rs, 40,000 and above are not within the reach of many people. 
Thus a scooter around Rs,6,800 approximately offers a cheap and 
efficient transportation service, though it does not provide 
the comforts of a car. 
B. Sex (table 2) 
Market segmentation by sex is also useful because many 
products are traditionally being purchased by one sex or another. 
Markets shoiad be alert to changes involved in their products. 
In many product categories - autos e.g. women typically look 
for different product benefits then men usually do. Prom table 2 
it is seen that women are only 5/ and are not very much important 
because the study was conducted in Aligarh, However the main marke 
for scooters is of man as they form about 95/ of the total 
respondents contacted. 
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Although this may not be true in case of metropolian city 
where working class ladies are tending towards scooters. 
C. Age (Table 3) 
From table 3 it is clear that two thirds of the 
scooter users covered in this survey are 31 years and above. 
Middle aged persons (31 - 40 age years) formed about 42.5/ 
of the scooter users, while another 25/ were in the age group 
of 41 - 50 years, 12,5/ were in the age group of 21 - 30 years. 
The low proportion of younger people only 7.5/ among scooter 
users is perhaps dueto the economic inability of this age group 
to acquire and maintain a scooter. 
D. Education (Table 4) 
As we know purchasing power increases with education, 
No doubt, education also changes a persons' tastes and affects 
his pattern of consvimption. 
Respondents who had higher qualification i,e. intermediate 
and above formed about 80/ of the totat respondents contacted 
while the illiterate form 8/ of the respondents and those with 
metric and below form 12/ of the respondents (Table
4G 
B. Occupation (Table 5) 
Table 5 shows that scooter is a popular vehicle with 
the service class (which includes office workers, teaching and 
business executives) who formed nearly 59.5/ of the users 
contacted, 24.5/ were in government service, these government 
employees have the advantage of priority allotment. The next 
occupational group of scooter users are the self business who 
alone forms about 30.5/ of the total respondents contacted. 
This is the maximum no. of respondents individually. As in 
Aligarh, being it a business classin combination to service class. 
Occupational segmentation of Aligarh town also shows the 
dominance of business groups 
F. Nature of family (Table 6) 
It is seen that 64/ of the respondents contacted have 
a joint family while the remaining 36/ are non-joint. The joint-
family are more in all the income group. This is because, Aligarh 
being a business town maximum of the respondents come from self 
business 36/ (from table 5). Such business are run by all members 
of a family and one big family can own one or two vehicles namely 
scooter, mopeds, motorcycles and bicycle. 
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Due to this particular feature, respondents come from joint 
family having a hig family size, 
G. Type of purchase (Table 7) 
Table 8 shows that purchasers of new scooters formed 
about 79.5/ of the scooter users while scond hand purchasers 
formed about 20.5/ of the sample. Few purchase is popular among 
all the income group except in the first group where the income 
is less than Rs,700. In this income group people usually prefer 
to buy second hand scooter because they can not afford to spend 
about six to seven thousand repees at one time to buy a new 
scooter. Interviews realised that respondents were ready to 
own a second hand popular brand willingly. 
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ANALYSIS AND INTERPRETATION RESPONDENT 
CLASSIFICATION TABLE 1 
Break up of respondents on income 
&ROUP INCOME Rs. STRATIFICATION EDITED PERCENTAGE 
I 
I I 
I I I 
IV 
7 
VI 
700 
700 - 1000 
1000 - 1300 
1300 - 1600 
1600 - 1900 
900 
20 
35 
55 
80 
65 
25 
10 
25 
40 
60 
50 
15 
5 
12 .5 
20.0 
30.0 
25.0 
7 .5 
TOTAL 280 200 
TABLE 2 
Break up of respondents on Sex 
GROUP MALE FEMALE 
I 
II 
III 
IV 
V 
VI 
10 
25 
38 
57 
47 
13 
2 
3 
3 
2 
TOTAL 190 (95) 10 (5) 
TABLE 3 
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Break up of respondents on education 
GROUP 
I 
II 
III 
IV 
V 
VI 
TOTAL 
ILLITSRATB 
METRIC B.A. 
ANDBBBLOW 
1 
4 
5 
3 
2 
1 
16 (8) 
Break up of 
GROUP 
I 
II 
III 
IV 
V 
VI 
TOTAL 
1 2 
5 5 
6 7 
5 12 
5 11 
2 2 
24 (12) 39 (19. 
TABLE 4 
LIT3RATE 
M.l. PROFESSION 
BXEC/DOC/ENGG 
2 
5 
8 
17 
14 
3 
.5) 
respondents on Age, 
BELOW 20Yrs 21 - 30 Yrs 
1 
2 
3 
5 
3 
1 
15(7. 
2 
3 
4 
7 
6 
3 
5) 25(12.$) 
-
-
14 
7 
5 
3 
49(24.5) 19(9.5) 
31 -
4 
9 
20 
28 
19 
5 
40 Yrs 
85(42.5) 
41-50 
2 
8 
8 
14 
14 
4 
50(25: 
INT 
4 
6 
10 
16 
15 
4 
53(26.5) 
Yrs Above 
50 Yrs 
1 
3 
5 
6 
8 
2 
1 25(1: 
50 
TABLE 5 
Break up of r e s p o n d e n t s on Occupat ion 
GROUP STUDENT OFFICE TEACHING TEACHING BUSINESS SELF LAW- ENGG/ 
WORKER (PRIMARY)(DEGREE) EXECUTIVE BUS-YER DOCTOR 
INS 
SS. 
I 
II 
III 
IV 
V 
VI 
TOTAL 
5 
-
-
-
-
-
3 
(1.5) 
Break up 
GROUP 
I 
II 
III 
IV 
V 
VI 
TOTAL 
5 
10 
8 
4 
-
-
27 
(13.5: 
2 
4 
2 
-
-
-
8 
) (4) 
TABLE 
of respondents on 
JOINT 
8 (80) 
14 (56) 
26 (65) 
37 (61.7) 
32 
11 
(16) 
(73.3) 
128 (64.0) 
_ 
-
3 
7 
9 
9 
2 
— 
-
3 
5 
5 
1 
29 14 
(14.5) (7) 
6 
Nature of family 
NON-JOINT 
2 (20) 
11 (44) 
14 (35) 
23 (38.5) 
18 ( 9) 
4 (26.7) 
72 (36) 
- • 
-
3 
13 
27 
21 
8 
72 
(36) 
. 
-
3 2 
3 4 
7 8 
7 9 
1 3 
21 26 
(10.5)(13) 
51 
TABLE 7 
Break up of respondents on the type of purchase 
aROUP ITBW SECOND HAND 
I 
II 
III 
IV 
7 
VI 
TOTAL 159 (79.5) 41 (20.5) 
3 (30) 
17 (68) 
34 (85) 
50 (83.3) 
42 (84) 
13 (86.7) 
7 (70) 
8 (32) 
6 (15) 
10 (16.7) 
8 (16) 
2 (13.3) 
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CHAPTER I I 
WHY A SCOOTER IS OWHID 
Tab le 8 
This table shows the classification of respondents on 
the basis of their preference of scooter to motorcycle. Among 
the total no. of respondents contacted 32.5/ preferred a Scooter 
to motorcycle because of its low price. This behavioiir is seen 
in all the income groups. As we go down the income group th^s^ 
is an increase in the no. of respondents who prefer scooters 
because of its lesser price. Due to the recent oil cireis the 
respondents gave preference to scooters because of its lesser 
fuel consumption as compared to motrafcycle which has a higher 
fuel consumption capacity, 17.5/ of the respondents choose 
scooters because of its cheaper maintenance, while 10.5/, 
8/, 5.5/ and 4/ of the respondents preferred scooter because 
of the following reasons viz . technical feasibility, lighter 
weight, easy drive and others/while 10.5/, 8/, 5.5/ and 4/ of 
I the respondents preferred scooter because of the following 
i 
i reasons, namely, technical feasibility, lighter weight, easy 
i 
driving, and others. 
oo 
Along this the interviewer felt that the motorcycle is not 
perceived as a family vehicle. 
Table 9 PRB-PI3RCHA3E DECISION 
It is clear from the table that ''Job involves frequent 
visit" was the principal consideration for pwihg a scooter in 
the case of 71 persons or 35.5/ of the total respondents 
contacted. ''Saving of time, '• Status Symbol"[^Wf43 the other 
vital factors for owing a Scooter, To another 42 persons (24/) 
ownership of scooter meant only because of ' 'long distance to 
travel to work'' and" Inadequate of public transport". 
Few complained about the inadequate of public transport 
and long distance to travel to work, probably because of the s 
small size of this town. Saving of time was universally expressed 
as a reason in all the income groups. A very proportions few of 
the respondents felt that the purchase of a scooter was an 
investment or resale value while others considered it to play 
only a complementary role. 
It looks that people in small town are more status 
conscious than needy, and ownership of scooter by other friends 
works as a initiator of pre-purchase decisions. 
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TABLE 8 
Reason of preference of Scooter to motorcycle 
GROUP CHIAPBR LIGHTER EASY LBASSER TBGHNICAL LBASSBR OTHERS 
MAINTlft- WEIGHT DRIVIITG FUEL PBASIBIL- PRlCB 
NANCE . CONSUM- ITT. 
PTION. 
I 
II 
III 
IT 
V 
VI 
TOTAL 
Pre-
2 
5 
9 
10 
6 
3 
35 
(17.5) 
-purchase 
— 
3 
2 
5 
4 
2 
16 
(8) 
1 
-
4 
3 
2 
1 
11 
(5.5) 
TABLE 
Decision 
3 
6 
9 
13 
10 
3 
44 
(22) 
9 
-
2 
4 
8 
5 
2 
21 
(10. 5) 
4 
9 
11 
17 
20 
4 
65 
(32.5) 
1 
4 
3 
-
8 
(4) 
GROUP JOB INVOLVES INADEQUATE LONG SAVING STATUS RE-SALE OTM 
FREQUENT PUBLIC DIST- OF TIME SYMBOL VALUE 
VISIT TRANSPORT ANCB 
TO GO 
TO WORK 
I 
II 
III 
IV 
V 
VI 
5 
11 
14 
20 
16 
5 
1 
3 
4 
7 
5 
1 
2 
4 
2 
8 
4 
1 
2 
6 
10 
10 
8 
4 
-
1 
8 
9 
10 
2 
2 
4 
5 
2 
2 
2 
TOTAL 71(35.5) 21(10.5) 21 40(20) 30(15) 13(6.5) 4(2 
(10.5) 
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Usage 
GROUP 
I 
II 
III 
IV 
V 
71 
TOTAI 
TABU 10 
of Scooters 
WORKING PLACE 
6 (60) 
16 (64) 
25 (62.3) 
36 (60) 
27 (54) 
8 (53.3) 
118 (59) 
CASUAL OUTING 
2 (20) 
4 (10) 
7 (17.5) 
13 (21.7) 
8 (16) 
4 (26.7) 
38 (19) 
7ERY MUCH 
2 (20) 
5(20) 
8 (20) 
11 (18.3) 
15 (30) 
3 (20) 
44 (22) 
No: 
GROUP 
I 
II 
III 
IV 
V 
VI 
TOTAL 
Persons us 
OWNERSHi;'^ "'' 
ONLY 
5 
14 
.13 
24 
18 
6 
80 (40) 
Jing 
TABLE 
Scooter 
11 
2 - 3 PERSONS 
3 
7 
19 
30 
26 
8 
93 (46, .5) 
MANY PERSONS 
2 
4 
8 
6 
6 
1 
27 (13.5) 
5G 
CHAPTER I I I 
BEAM) ANALYSIS 
Tab le 12 
Classification of respondents on brand analysis 
Table 12 shows that out of the respondents of Scooter 
users contacted, Bajaj had the highest preference of 45/ 
followed by Vijay 25,5/, lamberatta 21/. Only the remaining 
8,5/ showed a preference for other two wheelers such as 
Rajdoot, Mac, etc. 
One of the most chsoracteristic feature of brand preference 
is that, Bajaj is leading in all the income groups. Thus it 
seems that it is the favourite brand bought by nearly all the 
members of all the income group. This is probably because Bajaj 
has earned thereputation of giving trouble free service" coupled 
with the existence of strong used vehicle maJcket, less people 
want to dispose it off. 
Table 13 
I t i s c l ea r from t h i s t a b l e tha t out of the total sample 
of respondents contacted 90/ had a brand in mind before purchasing 
57 
a Scooter, while only K)/ did not have a brand in mind. 
This is because, as Scooter is considered a one time buy 
nearly all the respondents had a brand in mind before buying. 
Table 14 
This table shows the classification of respondents on 
the basis of their brand preference in final purchase. It is 
seen that out of the 90/ of the respondents who had a brand in 
mind before purchasing only 58,5/ could purchase the same brand 
while 31.5/ purchased different brand. It is because of the non-
availability of the favourite brand, 
A striking feature is that respondent of the lower income 
group I purchased a different brand. This is usually because of 
the non-availability of thevbrand, and if available also they 
cost more than the original cost, which the lower income group 
can not afford to pay. But in the case of higher income group 
YI, they usually piirchase the same brand in mind, and for this 
they can afford to pay a little more to obtain the same brand. 
Many people who had booked for Bajaj now found themselves 
owing a vehicle which they no longer preferred, because of the 
58 
time lag between the time of booking and the time of 
purchase many Bajaj owners had come to know a non preffered 
vehicle. 
Table 15 BRAND LOYALTY 
This table shows the brand loyalty of the respondents 
contacted. It is seen that out of the total respondents 71.5/ 
had the same brand in mind for a new purchase or liked to have 
the same for replacement while 28,5/ bad a different brand in 
mind. 
Table 16 
Table shows the brand switching between the brand owned 
and the other brand. Nearly all the respondents who had Bajaj 
like to have the same brand, while only a few wanted to switch 
to another brand. Those who had Vijai and Lambretta wanted to 
shift to Bajaj but only a few could posses it while other had 
to have the same brand as before. This was because, Bajaj was 
not available, (As we know that Bajaj is in a huge demand and 
the Co, is not in a position to fulfill the demand). 
To test the shifting of brands, three factors are taken 
such as non-availability of choiced brand, higher price and loan 
facilities to purchase present brand. 
It was seen that out of 28,5/ of the respondents who did not 
have the same brand, 23/ may shift to different brands because 
of the non-availability of their choiced brands, 5/ claimed 
higher price as the reason for their shifting and only 1/ 
considered loan facilities as a reason for their shifting. 
Table 12 
Classification on brand analysis 
GROUP BAJAJ VIJAI LAMBRETTA OTHERS 
I 5(5.6) (50) 2(3.9) (20) 3(7.1) (30) 
II 11(12,2)(44) 5(9.8) (20) 7(16.7) (28) 2(11,8) (8) 
III 17(18,9)(42,5)12(23,5) (30) 8(19) (20) 3(17,6) (7.5) 
IV 28(31.1)(46,7)14(27.5)(23,3) 12(28.5)(20) 6(35.5) (10) 
V 22(24,4)(44) 15(29.4)(30) 7(16.7) (14) 6(35.3) (12) 
VI 7(7.8)(46,7) 3(5.9) (20) 5(12) (33.3) -
TOTAL 90(100)(45) 51(100)(25.5) 42(100)(21) 17(100) (8.5) 
GO 
TABLE 13 
Brand in mind "before purchasing 
GROUP 
I 
I I 
I I I 
17 
1 
71 
TOTAL 
BAJAJ 
5 
ID 
20 
50 
25 
8 
98(49) 
HRAND 
YIJAI 
2 
7 
8 
15 
12 
3 
47(23.5) 
LAMBESTTA 
1 
5 
7 
10 
10 
2 
35(17 . 
NO BRAiro AS WELL 
RAJDOOT AND OTHERS 
.5) 
2 
3 
5 
5 
3 
2 
20(10) 
TABLE 14 
Brand 
GROUP 
i n f i n a l purchase 
FOR THOSE HAVISTG 
SAME 
A BRAl^ lU Miro BEFORE 
DIPFEREITT 
PURCHASING 
I 
I I 
I I I 
IV 
V 
71 
TOTAL 
3 ( 3 7 . 5 ) 
17 (77.3) 
22 (62.9) 
37 (67.3) 
29 (61.7) 
9 (69.2) 
117 (58.5) 
5 (62.5) 
5 (22.7) 
13 (37.1) 
18 (32.7) 
18 (38.3) 
4 (30.8) 
63 (31.5) 
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TABLE 15 
HAVE 
GROUP 
THE SAME BRAND IH 
YES 
MIND 
» 
FOR A NEW PT3RCHASE/RBPLACBMBNT 
NO 
I 
II 
III 
IV 
7 
YI 
7 
18 
27 
44 
39 
8 
3 
7 
13 
16 
11 
7 
TOTAL 143 (71.5) 57 (28.5) 
TABLE 16 
REASONS FOR SHIFTING FO BRAND 
GROUP 
I 
II 
III 
IV 
V 
VI 
TOTAL 
NOIJ 
OF 
[-AVAILABILITY 
CHOICBD BRAICD 
1 
4 
9 
13 
10 
6 
43 (21.5) 
HIGHER 
2 
3 
3 
3 
1 
1 
13 (6 
PRICE 
.5) 
LOAN FACILITIES TO 
PURCHASE PRESENT 
BRAND 
-
1 
1 
-
-
-
2 (1) 
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Table 17 ERICS ANALYSIS 
The price of a product plays an important role in 
influencing consumer's purchase decision. 
The Government plays a vital role in deciding on the 
prices on different brands of Scooters. The present price of 
different brands of Scooter ranges from 6800 - 7500 Rs, 
Table shows the perception of the Scooter's price by 
the respondents contacted. It is seen that a large proportion 
of the Scooter users regarded the present price of their Scooters 
marginally high or reasonable 62/ of respondents claimed that 
the price charged was marginal]high 26/ believed that it was 
reasonable while onlyl2/ claimed the price to be very high. 
This -unfavourable reaction to the present price is 
perhaps due to the marked difference between the official price 
(set up the Government)and the open market on one hand and the 
prices fro second hand Scooter on the other. 
It is interesting to note that the first income group 
did not consider the price reasonable while the last two higher 
income groups (V and VI) consider the price Scooter to be reas-
onable. This reflects that the higher income group do not have 
much value for the money. 
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Table 18 
Price elasticities for various altributes were determined 
by asking that if other things remain the same, how much more a 
respondent is willing to pay for one altribute. The result is 
shown in table No. where the,circle indicates a model class. 
Except group I all other groups are willing to pay 26 - 50/ 
extra for the company of their choice. For fuel consumption 
all income groups are willing to spend 11 ~ 25/. This is evident 
due to the recent oil crisis, the priceof fuel is increasing 
day by day. For gurantee period all the income groups are 
willing to spend 6 ~ 10/ except group VI only likes to spend 
1 - 5 / . This is because the higher income do not perceive 
gurantee so important because they can afford to purchase another 
Scooter after six eight years of use. It is surprising to note 
that all the income groups are not willing to spend more for 
the head lamp of the Scooter, 
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TABLE 17 
Constimer satisfaction with price paid 
GROUP 
I 
II 
III 
IV 
7 
VI 
TOTAL 
REASONABLE 
4 (16) 
5 (12.5) 
9 (15) 
22 ( 44) 
12 (80) 
52 (26) 
MAEGINALLY HIGH 
6 (60) 
16 (64) 
31 (77.5) 
45 (75) 
23 (46) 
3 (20) 
124 (62) 
VERY HIGH 
4 (40) 
5 (20) 
4 (10) 
6 (10) 
5 (10) 
-
24 (12) 
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CHAPTER IV 
Table 19 ADVERTISBMBMT BFFBCTIYEUBSS 
This table classifies the respondents on the basis 
of the factors (friends, ads, and others ) which influence 
their purchase decision. Out of the total Fo. of respondents 
contacted 49.5/ of them claimed that friends, relatives and 
neighbours play an important role in their purchase decision. 
30/ oftthe respondents showed that their purchase was influenced 
due to these advertisement. The remaining 20.5/ of the respondents 
claimed that other factors played a vital role in their ptirchase 
decisions. 
It is seen that the influence of friends, relatives and 
neighbours is stronger in the lower and middle income group 
while it decreases as we go down the increasing income group. 
A striking feature is that the influence of advertisement 
increases as the income increases. This is because the higher 
income group and much literate and thus can be influenced by 
the advertisement. 
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Table 20 
Table 20 shows that the effectiveness of various 
instruments of advertisements as perceived by respondents in 
case of Scooters, It is seen that hoarding is perceived as the 
most effecitve instrument i.e. by 55.5/ of respondents. It looks 
true because such hoarding shows all the product features and 
also various altraction offered by dealer in town. However 
interviewer felt that most of respondent had a pre-purchase 
dicision on the basis of the experience of their friends and 
don't want to take any risk through the various insturments of 
advertisement. However, 23.5/ of respondent favoured News Paper, 
and 11.5/ favoured magazine. But the reliability of this result 
is doubtful because interviewer himself felt that respondents 
don't pay any attention to this question. 
Table 21 
Within those who were affected by advertisement, it is 
found that in the lower two income groups, the respondents only 
had the habit of glancing through the advertisement, whereas in 
the upper income groups there are more incidences of respondents 
who actually read the advertisement. 
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It may be mentioned here that those who do say that they 
actually read the advertisement could not possible be 
reading all the advertisements they come across. But once 
they had a mind to buy a scooter within a few months, they 
will generally try to read all the relevant advertisement 
they come across in the intervewing period. 
Table 22 
In this table it is seen that out of the 41 respondents 
who were influenced by the advertisement 33 respondents calimed 
that the features which were specified in the advertisement 
were shown in the Scooter while the remaining 8 calimed that 
the features specified were different from that of the Scooter 
itself. This is very important because it creates a favourable 
image of the company. Hence it is advisable that the manufacture 
should be interested that advertising message is not incensist-
ency with the advertising message. 
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TABLE 19 
Showing purchase influence 
GROUP 
I 
II 
III 
IV 
V 
VI 
TOTAL 
FRIENDS 
5 (50) 
13 (52) 
19 (47.5) 
52 (53.3) 
23 (46) 
7 (46.7) 
99 (49.5) 
ADVERTISEMENT 
2 (20) 
5 (20) 
12 (30) 
16 (26.7) 
20 (40) 
5 (33.3) 
60 (30) 
OTHER FACTORS 
3 (30) 
7 (28) 
9 (22.5) 
12 (20) 
7 (14) 
3 (20) 
41 (20.5) 
TABLE 20 
Effectiveness of various instrtunents of Advertisement 
GROUP HOARDINGS NEWS PAPER MAGAZINES OTHERS DEALERS 
I 
II 
III 
IV 
V 
VI 
5 (50) 
16 (64) 
20 (50) 
35 (58.3) 
27 (54) 
8 (53.3) 
3 (30) 
4 (4) 
10 (25) 
16 (26.7) 
10 (20)^ N 
4 (26.7) P 
-
3 (12) 
5 (12.5) 
6 (10) 
7 (14) 
2 (13.3) 
2 (20) 
2 (8) 
5 (12.5) 
3 (5) 
6 (12) 
1 (6.7) 
TOTAL 111 (55.5) 47 (23.5) 23 (11.5) 19 (9.5) 
( U 
TABLE 21 
Advertisement Effectiveness 
GROUP TOTAL NO: OF 
READERS 
READ THE ADVERTISEMENT OMLT GLANCED 
THROUGHLY 
I 
I I 
I I I 
IV 
V 
VI 
2 
5 
12 
16 
20 
5 
2 (100) 
3 (60) 
8 (66.7) 
14 (87.5) 
16 (80) 
4 (80) 
-
2 (40) 
4 (55.3) 
2 (12.5) 
4 (20) 
1 (20) 
TOTAL 60 47 (78.3) 13 (21.7) 
TABLE 22 
Peattires Specified by Advertisements 
GROUP SAME DIPPBRENT 
I 
II 
III 
IV 
V 
VI 
TOTAL 
1 (50) 
4 (80) 
8 (66.7) 
9 (56.2) 
14 (70) 
3 (60) 
39 (65) 
1 (50) 
1 (20) 
4 (33.3) 
7 (43.8) 
6 (30) 
2 (40) 
21 (35) 
1 
CHAPTER VI 
Table 23 PRODUCT FEATURES 
This table shotrs the choice of colo"ur among the 
respondents contacted. For this, a few colours were choosen 
i.e. blue, green, cream, grey and combination of two colours. 
It was seen that 56,5/ of the respondents choose blue, followed 
by green 22/, grey 17.5/, cream 16,5/ and combination of two 
colour 12/, 
Table 24 
Table shows the satisfaction of the respondents with the 
colour of the Scooter purchased. It is seen that 68/ of the 
Scooter users were satisfied with the colour of their Scooter 
while the remaining 32/ were not satisfied. This may be because 
of the non-availability of the Scooter with the colour preferred. 
Thus the Scooter users had to be satisfied with different colour 
Scooters, as it was necessary for them to purchase it and they 
could not wait till the Scooter which had the colour of their 
choice. 
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Table 25 
This table classifies the respondents on the basis of 
the factors which influence their purchase. It is evident from 
the table that factor A (Image of the Company) has been given 
the maximum average points i.e. 6 is given to this factor in 
group IV, 5.9 in group V, 5*85 in group III and VI, 5.4 in group 
I and 4.64 in group II. 
It is clear that scooter is a one time buy hence, 
consumers prefer qxiality and realibility assurance inespective 
of the price of the product. Hence all income group p\irchas< 
the Scooter on the basis of its image in the market. Interviewer 
also felt that people may prefer even a second hand scooter of 
popular brand in place of new scooter of other brands. 
Income group I, II, IV and V gave the least preference to 
factor B (Show of the body) group VI to the last factor 
P(Guarantee) while group III gave the lowest preference to 
factor C(Puel consumption), It may be alj43^ ing to see that group 
III gave the lowest preference to fuel consumption, this is 
because this income group possess a showy character and they 
do not want to show that they give the lowest preference to fuel 
73 
consumption altough this factor is an important consideration 
in p-urchasing a scooter in these days of oil crisis. 
Table 26 
This tabl« shows these respondents who like and not like 
change to be introduced in the physical features. It is seen 
from this table that 94/ of the total sample contacted did not 
want any change while only 6/ wanted a change. Thus it seem that 
the Scooter users are satisfied with -the model* s manufactured 
these days. 
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ColoiiT of the 
aROUP BLUE 
I 4 
II 8 
III 12 
IT 20 
V 16 
VI 5 
TOTAL 63 ( 
(56.5) 
TABLE 
Scooter 
GREEN 
2 
6 
8 
14 
11 
3 
44 
(22) 
CREAM 
2 
4 
7 
8 
8 
4 
33 
(16, .5) 
23 
COI©IMTION 
OF ANY T¥0 
COLOURS 
1 
4 
5 
6 
7 
1 
24 
(12) 
&REY 
1 
3 
8 
12 
8 
2 
34 
(17.5) 
TABLE 24 
Satisfaction with colour 
GROUP YES NO 
I 
II 
III 
IV 
V 
VI 
TOTAL 
6 (60) 
16 (64) 
27 (67.5) 
43 (71.7) 
35 (70) 
9 (60) 
136 (68) 
4 (40) 
9 (36) 
13 (32.5) 
17 (28.3) 
15 (30) 
6 (40) 
64 (32) 
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TABLE 26 
Changes you like to be introduced in physical features 
GROUP NO CHANGE YES SUSffBSTIONS 
1 (10) 
2 (8) 
1 (2.5) 
3 (5) 
2 (4) 
3 (20) 
TOTAL 188 (94) 12^  (6) 
I 
II 
III 
IV 
V 
VI 
9 ( 90) 
23 (92) 
39 (97.5) 
57 (95) 
48 (96) 
12 (80) 
77 
Table 27 AFTM 3ALB3 SERVICE 
From this table it is seen that 59/ of the scooter users 
claimed that their scooter was ''Trouble Seldom'' 25.5/ calimed 
it oto be''Trouble Free'' while the remaining 15.5/ rated their 
Scooters as ''Trouble Often'', 
The significance of these ratings can be justified when 
compared with the Scooter's age, usage and its maintenance. 
It was seen that most of the respondents who claimed that their 
scooter was Trouble free where those who had bought it a year 
or two before. These respondents came from middle income group. 
They consider their scooter as a precious possession by having 
a regular servicing and othe types of maintenance by spending a 
lot of money and time on its. The lower income group can not 
afford to go for regular seirvicing and generally postone it while 
the upper inqome group are careless about it and complained due 
to the nature of worrying in small troubles, ' 
Table 28 
Now a days the manufacturer's are trying their level best 
to provide an effective and genuine after sales service both 
during and after the noraml gurantee period so that they can 
create the company's Image in the mind j0^i;he' pur'chasB^^ 
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This may help to increase the sales of the scooter altough 
this can not be treated as an important factor because the 
scooter users already have their own choice of brand in mind 
to buy. (As it is considered as a one time they can depend much 
upon this factor while considering their purchase). 
Table 28 shows that out of the total respondents who had 
bought new scooters 92 respondents (57.9) were not satisfied with 
the after sales service while the remaining 67 (42.1) respondents 
were satisfied with the after sales service. 
It is interesting to note that the unsatisfied respondents 
were higher in the lower income group while were less in the 
higher tncoiM group. 
Table 29 
Table shows the respondents who were not satisfied with 
the after sales service. Out of 57.9/ of the scooter users who 
mrre satisfied with the after sales service 41.3/ claimed their 
dissatisfaction because of high prices charged by the company 
dealer. Except in group I nearly all the income groups were not 
satisfied with the company's after sales service because it 
required a lot of time. 
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Here it is interesting to note that out of 8 respondents in 
group VI who dissatisfied 5 claimed their dissatisfaction due 
to time consuming. 14»l/ of the respondents were not satisfied 
because the service aliations were far away. 8,7/, 2,2/ and 1.1/ 
claimed they were not satisfied because of not sufficient mechanic 
other factor and non-availability of genuine spare parts respec-
tively. 
Table 30 
Table show the source of repairing. In the case of Scooters 
a gu^^tee period of 6 months in some cases while in others a 
gurantee period of one year is guven for manufacturing defects 
with three to six seirvices free. Here it shoudl be noted that no 
gurantee is given for any electrical parts. 
This table shows the basis of classifying the respondents 
on the basis of their source of repairing. It is clear from the 
table that only 30.5/ got it repaired from the company dealer 
while 69,5/ got it repaired from out side source and others like 
professiorral mechanics. 
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Table 31(a). (b) 
Table show the scores of table on relative factors on 
after sales service. It was seen that the maxim-urn score 3.3 was 
attained by the factor which creates favourable brand image of 
the company. Nearly all the income groups claimed this factor 
on after sales service while the least score 1.7 was attained 
by the factor non-availability of service is better than bad 
service. 
TABLE 27 
Performance of Scooters 
GROUP 
I 
II 
III 
IV 
V 
VI 
TOTAL 
TROUBLE FREE 
3 (30) 
6 (24) 
10 (25) 
15 (25) 
12 (24) 
5 (33.3) 
51 (25.5) 
TROUBLE SELDOM 
6 (60) 
16 ( 64) 
24 (60) 
35 (58.3) 
29 (58) 
8 (53.3) 
118 (59) 
TROUBLE OFTEN 
1 (10) 
3 (12) 
6 (15) 
. 10 (16.7) 
9 (18) 
2 (13.3) 
31 (15.5) 
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TABLE 28 
Showing satisfaction with after silles service 
GROUP 
I 
II 
III 
17 
V 
VI 
TOTAI 
RESPONDENTS 
WHO HAD 
BOUGHT NEW 
SCOOTERS 
3 
17 
34 
50 
42 
13 
159 
WERE YOU SATISFIED WITH 
SEEVICB 
YES 
1 (33.3) 
5 (29.4) 
16 (47.1) 
22 (44) 
18 (42.9) 
5 (38.5) 
67 (42.1) 
AFTER SAIBS 
NO 
2 (66:7) 
12 (70.6) 
18 (52.9) 
28 (56) 
24 (57.1) 
8 (61.5) 
92 (57.9) 
TABIE 29 
—\ 
Reasons for '^n satisfactory service 
GROUP TIME NOT SUFFICIENT NON-AVAIL- HIGH SERVICE OTHERS 
CONS- MECHANIC ABIIITT: OP PRICES CENTRES 
UMING. OF GEiroiNE FOR 
PARTS 
I 
II 
IIII 
IV 
V 
VI 
TOTAL 
-
2 
3 
8 
12 
5 
30 
(32.6) 
-
-
2 
3 
2 
1 
8 
(8.7) 
— 
1 
-
-
-
-
(1.1) 
2 
5 
12 
12 
6 
1 
38 
(»1.1) 
-
3 
1 
4 
4 
1 
13 
(14.1) 
-
1 
-
1 
-
-
2 
(2.2) 
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The 
GROUP 
I 
II 
III 
17 
V 
VI 
TOTAL 
TABL 
source of reparing 
COMPAfT DBALffi 
5 (50) 
10 (40) 
14 (35) 
15 (25) 
12 (24 ) 
5 (33.3) 
61 (30.5) 
B 30 
OUT SIDE SOURCE 
4 (40) 
12 (48) 
22 (55) 
40 (66.7) 
32 (64 ) 
7 (46.7) 
117 (50*5) 
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CHAPTER VIII 
MAINTENANCE 
Table 32 
Table 32 shows the classification of respondents on 
the basis o? the distance travelled. It is evident from the 
table that 36/ of the total respondents contacted travelled 
less than 15 Inn a day. In places like Aligarh city and the 
University campus, the distance travelled only meant communi-
cation between the residence and office and an occasional 
trips for marketing. 
The number of people using it for more than 51 km a day 
was very small. But for those using it for more than 16 km and 
less than 50 together was large. It was about 51-5/ of the total 
respondents. This suggests that majority of the scooter users 
found it convenient to use a scooter to cover small distances, 
say about 15 - 25 km a day. 
Table 33 
From the table 32 it is seen that out of the total 
respondents, 39.5/ of them spent less than Rs,50 on fuel 
8G 
because the distance travelled by them is also very less* 
This was more in the lower income grcup, but it increased 
as the income level increased. But in group VI it showed an 
abrupt fall because the respondents of this group usually 
maintain a car. 
In the first two income group there are no respondents 
who spent about Rs. 100 on fuel because their personal income 
was less and they could not afford to spend so much on fuel 
alone. 
Table 34 
Table 33 shows that 54.5/ of the respondents contacted 
spend Rs, 51 or more, 27.5/ spent Rs, 26 or more while 20/ spent 
Rs.75» while the remaining spent less than Rs. 25. This is 
because, due to rises in price of spare parts repair and 
servicing charges. 
TABLE 52 
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Average distance travelled 
GROUP 
I 
II 
III 
IV 
V 
VI 
TOTAL 
LESS THAN 
51 Km. 
6 (60) 
10 140) 
8 (20) 
25 (41.7) 
16 (32) 
7 (46.7) 
72 (36) 
SxDenditure on 
GROUP 
I 
II 
III 
IV 
V 
VI 
TOTAL 
LESS THAN 
8s. 50 
7(70) 
10(40) 
20(50) 
23(38.3) 
15 (30) 
4 (26.7) 
79 (39.5) 
16 - 30 
3 (30) 
7 (28) 
15 (37.5) 
15 (25) 
12 (24) 
4 (26.7) 
54 (28) 
TABLE 33 
Scooter fuel 
51 - 100 
3 (30) 
15 (60) 
10(25) 
20 (33.3) 
18 (36) 
7 (46.7) 
73 (36.5) 
31 - 50 
1 (10) 
5 (20) 
13 (32.5) 
15 (25) 
ID (20) 
3 (20) 
47 (23.5) 
101 - 150 
-
-
10 (25) 
12 (20) 
11 (22) 
3 (20) 
36 (18) 
MORE THAN 
51 Em. 
-
3 (12) 
4 (10) 
5 (8.3) 
12 (24) 
1 (6.6) 
25 (12.5) 
MORE THAN 
Es. 151 
-
-
-
5 (8.3) 
6 (12) 
1 (6.6) 
12 (6) 
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Expenditure on maintenance 
GROUP 
I 
II 
III 
lY 
V 
VI 
TOTAL 
LESS !EHAN 
Rs. 25 
3 (30) 
2 (8) 
1 (2.5) 
-
-
-
6 (3) 
26 - 50 
6 (60) 
9 (36) 
K) (25) 
9 (15) 
7 (14) 
4 (26.7) 
55 (27.5) 
51 - 75 
1 (10) 
11 (44) 
22 (55) 
35 (58.3) 
33(66) 
7 (46.7) 
109 (54.5) 
MORE THAN 
Rs. 75 
mm 
3 (12) 
7 (17.5) 
16 (26.7) 
10 (20) 
4 (26.6) 
40 (20) 
8n 
TSSTIIG AND MODIFICATION OF 
HYPOTHESIS 
1. The general impression of price and its association with 
the brand preference shows a negative c^rfelation. Hence 
forth, there is no relationship between price of the Scooter 
and its demand, 
2, Respondent classification on the basis of income and other 
interpretation shows that his hypothesis is true significently 
because people are becoming more time and status conscious 
with the increase in income. 
5. Results show that whenever job involves frequent visits 
Scooters is preferred to other available vehicles like 
motorcycles because it lighter than motrocycle and easy as 
well as safe to drive. Hence these results are enough to verify 
this liypothesis. 
4. As the study is conducted in Aligarh city and campus, hence 
the interviewer feels that the survey is too limited to test 
this hypothesis because most of the respondents are from 
business class hence come from a joint family (non-nuclear). 
So 
5. Table No, 16 shows that hoarding are preferred more than 
print media, hence this hypothesis does not seem to be true, 
6. Table Fo, 4 gives the evidence that middle aged persons prefer 
a Scooter as stated in hypothesis. 
7. The interviewer feels on the basis of the interpretation that 
qualification does not play any role in the purchase behaviour 
and pupil from all qualifications are trying to possess, 
8. Table No. 9 shows that due to the rise in the prices, people 
are becoming more conscious towards fuel consumption and this 
works up to the extent that a new brand like 7ijai Scooter 
can penetrate the market with all its attractive features of 
low fuel consumption. 
9. Table No, 9 shows constimer perception about status value of 
Scooter, this means that fastion also determines the purchase 
decision and this verifies the hypothesis, 
10, Table No. 12 shows that 45/ of the respondents prefer Bajaj 
as an ideal Scooter, altough it is not available veryfreely. 
Table. 13 shows that out of the respondents which had a brand 
in mind before buying, 49/ had Bajaj, 23.5 had Vijai and 17.5/ 
had Lambretta. Thus it is evident that Bajaj is the highest 
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preferred brand while Vijai is the most liked brand nowadays. 
Thus this hypothesis is true. 
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CONCLUSIONS 
Alongwith the general resiilts, it was seen that the 
respondents from all the income groups are tending to possess 
a Scooter irrespective of its high price, high maintenance and 
a rise in oil crisis. 
The main conclusion drawn is the realization of a 
striking fact that people always had a brand in mind and that 
was the only criteria in the total purchase. 
It is also concjLuded that need is an important reason 
of possessing a scooter and users even own a non preferred 
brand. They said that they had bought it hecuase of its easy 
availability. This shows that need is dominatinol over the brand 
consciousness. 
The writer feels that a bright future and a huge demand 
of Scooters is the near decade and hopes that it would replace 
other sources of transportation like cars, motorcycles and 
mopeds. 
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QUB3TI0MAIRE 
BUYING PATTERN FOR SCOOTERS 
Dear Sir/Madam 
The present stirvey is part of the dissertation work 
''Buying pattern for Scooters undertaken by me as a partial 
fulfilment for the requirements of the MBA degree. Information 
supplied by you will be strictly xyjsed for academic purposes 
otherwise kept strictly confidential, 
I would be grateful if you spare a few minutes and answer 
the questions given below: 
SK. Abdul Salim 
Department of Business Admin, 
Aligarh Muslim University 
Aligarh. U.P. 202001. 
Q.l. Vehicle owned by you 
(a) Car ( ) 
(b) Scooter ( ) 
(c) Motorcycle 
(d)Cycle 
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Q.2, (a) Year of purchase 
(b) Make of the Scooter _ 
(c) Model of the Scooter 
(d) You purchased it 
(e) Price you paid 
New/Second Hand 
Q,3. Were you aware of all 
the makes and model of 
Scooters manufactured in 
India at the timm. of your 
purchase. Yes/No 
Q,4« Colour of yotir Scooter 
Q.5. Do you like the colour 
If no, which colour 
you prefer 
Q,6, Which influenced you most 
to purchase it 
(a) Friend circle ( 
(b) Advertisement ( 
(c) Any other (Speficy) _ 
Q.7. If advertisement, please 
mentioned where did you 
see the advertisement. 
(a) Hoarding 
(h) Newspaper 
(c) Magazine 
(d) T.V. 
(e) Movies 
(f) Any other (Specify 
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Q,8, Did you read the 
Advertisement 
(a) Glanced ( ) 
(b) Read thoroughly ( ) 
Q,9. Did the advertisment 
Specify the same features 
you liked. Yes/No. 
Q.IO. If yes, please rank the 
following factors which 
affected your purchase 
decision. Great Moderate Small Not at 
extent extent extent all 
(a) Image of the 
Company 
(c 
(d 
(e 
(f 
(g 
(h 
Show of the body 
Fuel Economy 
Ease of maintenance 
Safe and easy drive 
Light Weight 
G-uarantee 
Any other (Specify) 
Q.ll, Average distance covered daily 
Q,12. Approximately expenditure on 
Scooter (monthly) 
(a) Fuel 
(b) Maintenance 
(c) 
Q,13. VHiat is the main 
consideration af OT^ iAg it 
(a) Job involves frequent local visit ( ) 
(b) Inadequate public transport facility ( ) 
(e) Long distance to go to work ( ) 
9G 
(d) Saving of time ( ) 
(e) Status sumbol ( ) 
(f) Resale value ( ) 
(g) Any other (Specify) 
Q.14» l/hat is the main reason of preference 
of Scooter in coijiparison to other 
vehicle (motorcycle) 
(a) Cheaper maintenance ( ) 
(b) Lighter Wei^t ( ) 
(c) Easy Driving ( ) 
(d) Less fuel constimption ( ) 
(e) Technical feasibility ( ) 
(f) Lesser price ( ) 
(g) Any other {Specify) 
Q,15. Since purchase it has been 
(a) Trouble free 
(b) Trouble Seldom 
(c) Trouble often 
(d) 
Q.16. In case of trouble how did you 
get th^tL repaired 
(a) Co, Dealer repaired it 
(b) Out side sotirce repaired it 
(c) Any other (Specify) 
Q.17. If (a) in 16,, were you 
satisfied with the after 
sales-service Yes/No 
Q,18, If not what is the main reason. 
(a) More time consuming ( 
(b) Not efficient mechanic ( 
(c) Non availability of 
genuine spare parts ( 
(d) Higher prices ( 
(e) Service centres are 
quite far ( 
(f) Any other (Specify) 
Q,19. Please rank the following 
Statements on after Sales-
Service 
Great Moderate Small Not at 
extent extent extent all 
(a) After sales-service did 
not determine the purchase 
decision, 
(b) It creates a favourable 
brand image for the 
company. 
(c) No service is better 
that bad service. 
(d) It helps in replacement 
demand ajid shift in 
demand. 
(e) It completely determines 
the purchase decision, 
Q,20, Were you given any gurantee. If yes 
State period. Yes / NO, 
Q,21. Have you been given satisfactory 
service during guarantee period. Yes / No. 
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Q.22, What changes would you like 
to be introduced in the 
Physical feature of Scooter, 
(a) No Change ( 
(b) Yes suggestions 
(i) 
(ii) 
(iii) 
Q,23. What do you think,about 
the price charged. 
(a) Reasonable 
(b) Marginally high 
(c) Very high 
( 
( 
( 
) 
) 
) 
Q,24. Would you like to get 
it reduced. If so by how 
much. 
Q.25, You use(a your Scooter to 
travel, 
(a) Regularly from home to work place ( 
(b) Casual outing ( ) 
(c) For every work ( ) 
Q,26, Who handles your 
Scooter. 
(a) Myself only ( ) 
(b) A few persons 2 - 3 ( ) 
(c) Many person more thens( ) 
Q.27, Dou you feel the Scooter 
has raised your status Yes /No, 
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Q,28. Do you have the seune brand in 
your mind for replacement or 
for a new purchase. Yes / No. 
Q,29. If no, then what are th^reasons 
for shifting from present to a 
new brand. 
(a) 
(b) 
(c) 
Non availability of 
choiced brand ( 
Higher price 
Loan facilities to 
purchase present 
brand 
( 
Q.30. What would you suggest 
to your friend. 
(a) Purchase the same makes 
as you have ( 
(b) Shift strongly to other 
make. ( 
(c) Pick any of the brand( ) 
Q . 3 1 . Income (Rs. ./months) Below Rs 699.00 
700 t o 1,000 
1,000 t o 1,500 
1,300 t o 1,600 
1,700 t o 1,900 
Above 1,900 
Q.32. Your Sex Male/Pemale 
Q.33. Age 
Q.34. Educational qualification 
(a) Illiterate ( ) 
(b) literate ( ) 
(c) Specify qualification 
100 
Q.35. Occupation/Category 
(a) Student 
(b) Office worker 
(c) Teaching Scbofil 
level 
(d) Teaching degree 
(e) Physician 
(f) Engineer 
(g) Business executive 
(h) Self business 
(i) Any other (specify 
Q,36. Presently residing 
(a) Fetropolian city 
(b) Small city 
(c) Rural area 
Q.37. Joint Family 
(a) Joint family 
(b) Non Joint 
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